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ABSTRACT 
 
Across the modern world today, many companies are now using the internet to provide their 
customers platforms with more convenient access to online information and services. Customers do 
not need to physically go to shops or the mall to request services or follow-up with another service. 
They can stay at home or in their offices and use online platforms to obtain the business services or 
information they need. They can also use mobile phones and other electronic devices to request 
information about any products, services or obtain help. Online services therefore, are a necessary 
requirement of modern customers. This research is grounded in an UTAUT model to determine and 
explain the impact of factors that influence the adoption of e-Commerce services. Data from 835 
respondents who are users of mobile payments was collected using a structured questionnaire. 
Questionnaires were administered to m-payment users’ in the city of Abidjan and Yamoussoukro. The 
result confirms the overriding influence of attributes of the UTAUT model in technology adoption. 
The results can help decision makers to gain a better understanding of the factors that determine 
customers’ acceptance and use of e-commerce platforms services. 
.  
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INTRODUCTION 
 
Across the modern world today, many companies are 
now using the internet to provide their customers 
platforms with more convenient access to online 
information and services. Customers do not need to 
physically go to shops or the mall to request services 
or follow-up with another service. They can stay at 
home or in their offices and use online platforms to 
obtain the business services or information they need. 
They can also use mobile phones and other electronic 
devices to request information about any products, 
services or obtain help. Online services therefore, are 
a necessary requirement of modern customers. And 
as they are designed to meet the need of customers, 
they must be client-centric (Scott,at al., 2004). Many 
researchers have studied the adoption and success of  
 
 
the e-commerce platform worldwide and concluded 
that many developing countries  are still suffering 
from low-level customer adoption of e-commerce 
platform services (Belanger& Carter, 2008; Carter & 
Belanger, 2005; Gupta et al., 2008; Reddick, 2005). 
Additionally, Molla (2005) studied the 
implementation of e-commerce in developing 
countries and concluded that a low level of e-
commerce platform adoption is still facing most 
developing countries. According to Damanpour, 
Damanpour (2001), the need to offer better services 
for customers and respond to their increasing demand 
for online services have been major drivers for the 
implementation of e-commerce in developed 
countries. Thus, the majority of services are focused 
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on providing customers with comprehensive 
electronic resources to respond to individuals’ 
routine concerns and all the transactions they need. 
With Business-to-citizen (B2C) and Business to 
Business (B2B) applications, the organizations 
publish information and contact details, and they 
offer regular services online.  
The final aim of these applications is to give users 
different options and communication channels for 
Ecommerce transactions and increase trust so that all 
customers have equal and easy access to business 
services (West, 2004). A number of studies found 
that, in many developing countries, e-services are 
still in preliminary stages of implementation and 
have not yet reached full efficiency and effectiveness 
(J Kaaya, 2004; Reddick, 2005). Worldwide, more 
than 60 percent of all e-commerce platform either 
partially or totally fail to satisfy their main goals 
(Gardener, 2007). Therefore, the success of such 
initiatives is dependent not only on government or 
businesses support, but also customers’ willingness 
to accept and adopt those e-commerce platform 
services (Carter& Belanger, 2004). Moreover, Carter 
and Belanger (2005) emphasized that the success of 
these services are the level of ease of accessing them. 
Decision makers, consequently, need an 
understanding of the factors that would inspire use of 
electronic service delivery channels rather than more 
traditional service delivery methods. 
In Cote d’Ivoire, the researchers summarized their 
vision statement as follows: “By the end of 2020, 
half of the population in the country will be able to 
enjoy from anywhere at any time Internet for 
Ecommerce services offered in a seamless, user 
friendly and secure way by utilizing a variety of 
electronic means”; their goal was to provide services 
to customers by end of 2020 (GSMA, 2017). 
Moreover, they aimed to increase the acceptance and 
user rate of e-commerce platforms services to 70% 
with respect to the number of users and ensure 75% 
user satisfaction rating for all those provided with e-
commerce platforms services (GSMA, 2017). 
Ecommerce platforms in Côte d’Ivoire are evolving 
rapidly, leading to the emergence of new services 
and applications that are transforming the way people 
live, work, play and communicate in the country. The 
large-scale societal adoption and use of Ecommerce 
platforms, particularly via all electronics devises, is a 
key driver of measurable economic, social, political 
and cultural value, including increased productivity 
and employment, improved security and a greater 
capacity to tackle social and environmental issues. 
In 2005, only one in 10 people in Côte d’Ivoire 
subscribed to a mobile service platform. In 10 years 
this had improved to more than half of the 
countrywide population. In 2010, the vast majority of 
citizen in the country had no internet access, so it 
was not possible to talk about businesses’ platforms, 
but within five years almost a quarter of the 
population were using the internet via mobile and 
others technologies devises; one of the highest rates 
in West Africa (GSM Association 2017). By 
divergence, only 3% of the population has access to a 
fixed broadband connection and only 7% have access 
to a fixed telephone line. In 2020, GSMA 
Intelligence forecasts (GSM Association 2017) 
almost half the population will use internet services 
or mobile internet services that will be a great exploit 
for online marketing platforms. 
Such global digital revolution has had a significant 
positive impact on economic development. In Cote 
d’Ivoire, ICT accounts for 8% of Côte d’Ivoire’s 
GDP and employs more than 150,000 people. It also 
contributes XOF300 million to the government 
budget.  The regulator, Autorité de Régulation des 
Télécommunications de Côte d’Ivoire (ARTCI, 
2015), is aiming to increase the GDP contribution to 
15% by 2020, an ambition that demonstrates the 
importance of the sector to the growing project of the 
country. Modern day technology has also driven 
significant progress in financial insertion. Around a 
quarter people have a mobile money account, while 
15% of the adult population has an account at a 
formal financial institution, by far the highest 
penetration rate in West Africa and the fifth highest 
in the world, according to (Findex, 2014) data. This 
allows families to make and receive payments and 
transfers much more easily, and allows agricultural 
producers, particularly small-scale farmers, to 
replace inefficient cash payments with digital 
payments. It has also made the payment of secondary 
school fees much easier. In 2011, 60% of school 
registration fee payments were made digitally, of 
which 3% were via mobile money platforms. Today, 
99% of school registration fee payments were made 
digitally, 94% of which were via mobile money 
platforms. Digital technology platform is also 
revolutionizing the delivery of healthcare and 
agricultural services. Many online Platforms have 
been developed that enable doctors and health 
professionals to communicate directly with patients 
through voice calls and SMS, benefitting rural 
communities that would otherwise have to travel 
long distances to receive such services like in the 
past.  Platforms have also been used to provide 
farmers and agricultural firms with up-to-date 
information on market prices, production techniques 
and weather. Such Agri services currently have 
almost half a million users in Côte d’Ivoire (GSMA 
Intelligence, 2015) 
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The leaders of Côte d’Ivoire have a vision to create a 
prosperous country that benefits all its populations. 
This goal is in line with its commitment to the UN 
Sustainable Development Goals. Digital industry can 
continue to drive digital transformation in Côte 
d’Ivoire and help both the government and the 
population achieve their pledges. Despite the GSMA 
Intelligence forecast, there is relatively little to none, 
empirical research that focuses on customers 
adoption of e-commerce platforms services, or any 
that consider intention and behavioral issues based 
on a validated model ( GSMA Intelligent, 2016). An 
empirical study on e-commerce service (B2C) 
adoption is needed to help Ecommerce platforms 
decision makers, understand the factors that affect 
customers adoption of e-commerce services so that 
the level of e-commerce platforms services adoption 
can be increased and improve the services provided. 
Therefore, this study aims to fill this gap by 
conducting an empirical research on e-commerce 
services adoption in Cote d’Ivoire. This research is 
grounded in an UTAUT model to determine and 
explain the impact of factors that influence the 
adoption of e-Commerce services. The UTAUT 
model was chosen as a base theoretical model for this 
study because of its comprehensiveness and high 
descriptive power in evaluation compared to other 
technology acceptance and use models. The result of 
this study will help decision makers to gain a better 
understanding of the factors that determine customers’ 
acceptance and use of e-commerce platforms services. 
MATERIALS AND METHODS 
Data from 835 respondents who are users of mobile 
payments was collected using a structured 
questionnaire. Questionnaires were administered to 
m-payment users’ in the city of Abidjan and 
Yamoussoukro. Respondents were asked closed-
ended questions on a five point likert scale response 
structure. Choice of response vary from strongly 
disagree to strongly agree. Questionnaires were 
administered to customers, who are frequent users of 
eommerce in Abidjan between June and December, 
2017. Some questions pertaining to the questionnaire 
were adapted from other research studies and 
reworded to suit the context of this research work 
where necessary. The customers were selected 
because they are  those who buy the products. If e-
commerce is to be successful, it must have a loyal 
customer base that is willing to buy products and 
services sold over the internet. However, different 
factors may influence customer decision to buy a 
product on line or not. The extant literature as has 
been explored presents many different models of 
technology adoption. This section examines from the 
perspective of the customer, the factors which they 
consider important if they have to buy a product 
online. The questionnaire was designed using 
questions and parameters designed from the UTAUT 
model. The main elements of interest are 
performance efficiency, effort efficiency, trust and 
facilitating conditions. These are tested to determine 
whether they influence purchasing intentions. The 
questionnaire was designed to fully engage the 
respondents to provide as much information as 
possible on the latent constructs. Assistants were on 
hand to provide interpretation to respondents where 
necessary.  Each of the research questions posed at 
the begging of the research has been answered using 
an ensemble of data analysis techniques from IBM-
SPSS tool.   
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RESULTS OF RESEARCH 
 
Coefficients
a
 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. 
B Std. Error Beta 
1 
(Constant) .365 .281  4.860 .000 
Performance Expectancy .581 .082 .926 7.073 .000 
Effort Expectancy .234 .077 .381 3.032 .004 
Facilitating Conditions .579 .066 1.146 8.716 .000 
Trust .385 .062 .776 -6.163 .000 
Table 5.1 a. Dependent Variable: Buying Intention 
 
This section of the study sought to examine the influential role of the UTAUT factors on buying 
intention among e-customers. To test hypotheses 1, 2, 3 and 4a, a linear regression analysis was 
conducted and the results are presented in table 1. The analysis shows a positive and statistically 
effect of performance expectancy on online buying intention. The B value of .581 and p value of 
.000 supports the first research hypothesis that the performance expectancy in ecommerce 
platforms for online buying positively influences online buying intentions and this is statistically 
significant at 95% confidence interval. Further the second research hypothesis that effort 
expectancy in the use of ecommerce platforms for online buying positively affects online buying 
intentions is supported by the information in table 1. The B value indicates that an increase in 
effort expectancy likely increases the rate of adoption by .234 and this is statistically significant 
at 95% confidence interval. The p value of .004 supports this conclusion. Further analysis of the 
results shows that hypothesis three is also supported because trust in the use of Ecommerce 
platforms positively influences the online buying intentions. The results of table 1 shows that a 
unit change in trust which denotes and increase in trust potentially increases the marginal 
propensity to adopt ecommerce by stirring up greater intention among the respondents. The B 
value of .385 and the p value of .000 strongly support the above claim. Finally table 1 shows that 
a facilitating condition positively and significant influences online buying intention by .579 
when there is an increase and this is statistically significant at 95% confidence interval. Thus 
hypothesis 4b that facilitating conditions perceived in the use of ecommerce platforms for online 
buying positively affect online buying intentions is supported in this research. 
Volume 7 | Issue 1 | January-December -2018 [(7)1: 500-513] | http://onlinejournal.org.uk/index.php/ajmur 
 
Coefficients
a
 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. 
B Std. Error Beta 
1 
(Constant) 2.949 .8356  5.212 .000 
Facilitating Conditions .277 .133 .272 2.080 .042 
Table 5.2 a. Dependent Variable: Online Buying 
 Table 2 presents the regression analysis of the effect of facilitating conditions on online buying. 
The results show that facilitating conditions positively influences online buying by .277 and this 
is statistically significant. Thus the hypothesis that the facilitating conditions perceived in the 
Ecommerce platforms for online buying positively affect online buying use is accepted. 
 
Coefficients
a
 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. 
B Std. Error Beta 
1 
(Constant) 3.749 .247  15.169 .000 
Perceived Usefulness .152 .095 .212 1.594 .017 
Table 5.3 a. Dependent Variable: Online Buying 
 
Table 3 presents the regression analysis of the effect of perceived usefulness on online buying. 
The results show that facilitating conditions positively influences online buying by .155 and this 
is statistically significant. Thus the hypothesis that user’s perceived usefulness of Ecommerce 
platforms positively affects online buying.  
 
 
 
 
 To test hypotheses H6.1, 6.2 and 6.3, split group regression analyses are carried out. This test allows determining whether the 
proposed moderator variables attenuate the relationship between online buying intentions through ecommerce platforms and use 
behavioral.  
 
Descriptives 
 N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum 
Lower Bound Upper Bound 
Performance Expectancy 
Masculinity 525 4.3043 .62786 .09257 4.1179 4.4908 3.00 5.00 
Femininity 310 4.6000 .51640 .16330 4.2306 4.9694 4.00 5.00 
Total 835 4.3571 .61581 .08229 4.1922 4.5221 3.00 5.00 
Effort Expectancy 
Masculinity 525 4.83552 .65497 .09657 4.3707 4.7597 3.00 5.00 
Femininity 310 4.6000 .51640 .16330 4.2306 4.9694 4.00 5.00 
Total 835 4.5714 .62834 .08396 4.4032 4.7397 3.00 5.00 
Trust 
Masculinity 525 3.8696 .74859 .11037 3.6473 4.0919 3.00 5.00 
Femininity 310 4.0000 .94281 .29814 3.32835 4.6744 3.00 5.00 
Total 835 3.8929 .77878 .10407 3.6843 4.1014 3.00 5.00 
Facilitating Conditions 
Masculinity 525 4.3043 .783529 .11151 4.0798 4.5289 3.00 5.00 
Femininity 310 3.6000 .51640 .16330 3.2306 3.9694 3.00 4.00 
Total 835 4.1786 .76532 .10227 3.9736 4.3835 3.00 5.00 
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ANOVA 
 Sum of Squares df Mean Square F Sig. 
Performance Expectancy 
Between Groups .718 1 .718 1.925 .171 
Within Groups 20.139 832 .373   
Total 20.857 835    
Effort Expectancy 
Between Groups .010 1 .010 .025 .876 
Within Groups 21.704 832 .402   
Total 21.714 835    
Trust 
Between Groups .140 1 .140 .227 .636 
Within Groups 33.217 832 .615   
Total 33.357 835    
Facilitating Conditions 
Between Groups 4.075 1 4.075 7.820 .007 
Within Groups 28.139 832 .521   
Total 32.214 835    
 
While table 4 shows the descriptive statistics (mean response value for the explanatory variables 
of UTAUT between masculinity and femininity), table 5 presents the statistical difference of the 
response value using the analysis of variance test. The results indicate that performance 
expectancy had a response value of 4.3043 for masculinity and 4.6000 for femininity (see table 
4) but this is not statistically significant (p value = .171<0.05). On the other hand, the effort 
expectancy had a response value of 4.8355 for masculinity and 4.6000 for femininity (see table 
4) but again this is not statistically significant (p value = .876<0.05). The next explanatory 
variable is trust and the response value for masculinity is 3.8696 while the response value for 
femininity is 4.0000. The analysis of variance response in again shows an insignificant 
difference between the variables (p value = .636<0.05). Finally the response variable for 
masculinity in terms of facilitating conditions is 4.3043 while that of femininity is 3.6000 which 
is also statistically insignificant at 95% confidence interval (p value = .007<0.05). Thus the 
hypothesis that masculinity/femininity moderates the relationship between online buying 
intentions through ecommerce platforms and use behavioral in the way that relationship will be 
strong amongst consumer with masculine cultural values is rejected. 
 
 
 
  
Descriptives 
 N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum 
Lower Bound Upper Bound 
Performance Expectancy 
18-30 405 4.2308 .71036 .13931 3.9438 4.5177 3.00 5.00 
31-40 218 4.55835 .51131 .12052 4.3013 4.8098 4.00 5.00 
41-50 212 4.3333 .49237 .14213 4.0205 4.6462 4.00 5.00 
Total 835 4.3571 .61581 .08229 4.1922 4.5221 3.00 5.00 
Effort Expectancy 
18-30 405 4.3846 .75243 .147835 4.0807 4.6885 3.00 5.00 
31-40 218 4.7778 .42779 .10083 4.83550 4.9905 4.00 5.00 
41-50 212 4.6667 .49237 .14213 4.3538 4.9795 4.00 5.00 
Total 835 4.5714 .62834 .08396 4.4032 4.7397 3.00 5.00 
Trust 
18-30 405 3.4615 .64689 .12686 3.2003 3.7228 3.00 5.00 
31-40 218 4.4444 .51131 .12052 4.1902 4.6987 4.00 5.00 
41-50 212 4.0000 .85280 .24618 3.4582 4.5418 3.00 5.00 
Total 835 3.8929 .77878 .10407 3.6843 4.1014 3.00 5.00 
Facilitating Conditions 
18-30 405 3.9231 .74421 .14595 3.6225 4.2237 3.00 5.00 
31-40 218 4.6667 .48507 .11433 4.4254 4.9079 4.00 5.00 
41-50 212 4.0000 .85280 .24618 3.4582 4.5418 3.00 5.00 
Total 835 4.1786 .76532 .10227 3.9736 4.3835 3.00 5.00 
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ANOVA 
 Sum of Squares df Mean Square F Sig. 
Performance Expectancy 
Between Groups 1.131 2 .8355 1.519 .228 
Within Groups 19.726 833 .372   
Total 20.857 835    
Effort Expectancy 
Between Groups 1.783 2 .891 2.370 .103 
Within Groups 19.932 833 .376   
Total 21.714 835    
Trust 
Between Groups 10.451 2 5.226 12.091 .000 
Within Groups 22.906 833 .432   
Total 33.357 835    
Facilitating Conditions 
Between Groups 6.368 2 3.184 6.529 .003 
Within Groups 25.846 833 .488   
Total 32.214 835    
Table 5.6 
Table 6 shows the descriptive statistics (mean response value for the explanatory variables of 
UTAUT between masculinity and femininity) and table 7 presents the statistical difference of the 
response value using the analysis of variance test. The objective is to test, hypothesis 6.2 which 
postulated that the use ecommerce platforms for online buying are stronger for younger users 
than older users. The respondents were grouped into three age categories to determine possible 
differences in the age groups. The analysis shows that in terms of Performance Expectancy there 
is no statistically significant difference between the responses of persons in the different age 
groups (p value = .223<0.05). Similar observation is also noted between the respondents when it 
comes to the effect of effort expectancy. The p value = .103<0.05 which is an indication of the 
statistical insignificance of the differences. Thus any observed differences among the three group 
of respondents in table 6 above is due to chance and not statistically reliable to draw conclusions 
that use ecommerce platforms for online buying are stronger for younger users than older users. 
The contrary is the case of the effect of trust and facilitating conditions on e-commerce adoption. 
The observed differences in the mean response value between the three groups of respondents is 
deemed to be statistically significant as the p values (.000) for trust and (.003) for facilitating 
conditions are significant at 95% confidence interval. This notwithstanding, the fact that not all 
the factors influencing customer intention is significant is enough to reject the hypothesis that 
use ecommerce platforms for online buying are stronger for younger users than older users. 
  
 
Descriptives 
 N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum 
Lower Bound Upper Bound 
Performance Expectancy 
0-5 Years Experience 397 3.8889 .33333 .11111 3.6327 4.1451 3.00 4.00 
6-10 Years Experience 240 4.4500 .59700 .09439 4.2591 4.6409 3.00 5.00 
More than 10 Years 
Experience 
198 4.4286 .78680 .29738 3.7009 5.18352 3.00 5.00 
Total 835 4.3571 .61581 .08229 4.1922 4.5221 3.00 5.00 
Effort Expectancy 
0-5 Years Experience 397 4.3333 .86603 .28868 3.6676 4.9990 3.00 5.00 
6-10 Years Experience 240 4.5750 .59431 .09397 4.3849 4.7651 3.00 5.00 
More than 10 Years 
Experience 
198 4.8571 .37796 .14286 4.5076 5.2067 4.00 5.00 
Total 835 4.5714 .62834 .08396 4.4032 4.7397 3.00 5.00 
Trust 
0-5 Years Experience 397 4.0000 1.00000 .33333 3.2313 4.7687 3.00 5.00 
6-10 Years Experience 240 3.9000 .77790 .12300 3.6512 4.1488 3.00 5.00 
More than 10 Years 
Experience 
198 3.7143 .48795 .18443 3.2630 4.16835 3.00 4.00 
Total 835 3.8929 .77878 .10407 3.6843 4.1014 3.00 5.00 
Facilitating Conditions 
0-5 Years Experience 397 4.3333 .70711 .23570 3.7898 4.8769 3.00 5.00 
6-10 Years Experience 240 4.1500 .76962 .12169 3.9039 4.3961 3.00 5.00 
More than 10 Years 
Experience 
198 4.1429 .89974 .34007 3.3107 4.9750 3.00 5.00 
Total 835 4.1786 .76532 .10227 3.9736 4.3835 3.00 5.00 
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ANOVA 
 Sum of Squares df Mean Square F Sig. 
Performance Expectancy 
Between Groups 2.354 2 1.177 3.371 .042 
Within Groups 18.503 833 .349   
Total 20.857 835    
Effort Expectancy 
Between Groups 1.082 2 .541 1.390 .258 
Within Groups 20.632 833 .389   
Total 21.714 835    
Trust 
Between Groups .329 2 .164 .264 .769 
Within Groups 33.029 833 .623   
Total 33.357 835    
Facilitating Conditions 
Between Groups .257 2 .129 .213 .809 
Within Groups 31.957 833 .603   
Total 32.214 835    
 
In order to test hypothesis 6.3 that using ecommerce platforms is stronger for experienced users than 
inexperienced users a split group analysis between respondents within three different age brackets 
is carried out. Firstly the descriptive statistics show the difference between the responses of the three 
different categories of respondents and table 9 presents the statistical difference of the response value 
using the analysis of variance test. The analysis shows that in terms of Performance Expectancy there 
is a statistically significant difference between the responses of persons in the different groups (p 
value = .042<0.05). However, between the respondents, no statistically significant difference was 
found in terms of effort expectancy (p value = .258<0.05). Similar trend is noted when it comes to 
the intervening role of experience on trust and facilitating conditions and e-commerce adoption. The 
observed differences in the mean response value between the three groups of respondents is not 
statistically significant as the p values (.769) for trust and (.809) for facilitating conditions are 
significant at 95% confidence interval. Thus, the hypothesis that using ecommerce platforms is 
stronger for experienced users than inexperienced users is rejected. 
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CONCLUSIONS AND RECOMMENDATIONS 
 
The behaviour differences exhibited by different 
kinds and group of people have necessitated constant 
studies into how these differences affect the way they 
accept and use technology for all manner of purposes. 
The history of attempting to find better approaches 
and model to the define how individual groups accept 
and use technology has a long history but the fact 
that  several models keep coming up is only a 
demonstration of the  complexity of the human 
person and the effect which the changing 
environment have on him or her (Wang and  Wang, 
2010).   
At most international conferences, speaker after 
speaker found evidence to justify the importance of 
either one or combination of theories of human 
behaviour largely based on sociological and 
psychological concepts to explain human behaviour. 
However there are two main sides of the debate, the 
side which fundamentally links technology 
acceptance and use to personality factors and those 
that link acceptance and use of technology to both 
personality and social or environmental factors. The 
outcome of this research provides some clarity on the 
debate. The analysis shows a positive and statistically 
effect of performance expectancy on online buying 
intention. The B value of .581 and p value of .000 
supports the first research hypothesis that the 
performance expectancy in ecommerce platforms for 
online buying positively influences online buying 
intentions and this is statistically significant at 95% 
confidence interval. This is consistent with the earlier 
work of Sumak (2010) who affirmed that 
performance expectancy has a substantial positive 
impact on behavioural intentions to use an e-learning 
software. In the context of user’s acceptance of tablet 
PCs, Gayar at al (2006) confirmed performance 
expectancy has a positive effect on behavioural 
intentions. As regards to T. Zhou et al. (2010) 
performance expectancy has a significant 
relationship with behavioural in electronic banking 
acceptance process. Performance expectancy, indeed 
has been considered by many researchers as the most 
powerful factor to predict the behavioural intentions 
Further the second research hypothesis that effort 
expectancy in the use of ecommerce platforms for 
online buying positively affects online buying 
intentions is supported by the information in table 1. 
The B value indicates that an increase in effort 
expectancy likely increases the rate of adoption 
by .234 and this is statistically significant at 95% 
confidence interval. The p value of .004 supports this 
conclusion. In this regard the work of Dwivedi, at al., 
(2014 is supported. In this peer study, it is explained 
that the construct effort expectancy has a positive 
relationship with technology acceptance in electronic 
banking system). The importance of the construct 
reveals that when the system are user-friendly, 
consumers are expected to increase their perceptions 
about its performance. Numerous other scholar 
confirm that the construct effort expectancy 
associated is positively associated with behavioural 
intentions (Van Raaij & Schepers, 2008; Venkatesh 
et al., 2012; Wang & Shih, 2009; J. Lu et al., 2005). 
Again the analysis of the results shows that 
hypothesis three is also supported because trust in the 
use of Ecommerce platforms positively influences 
the online buying intentions. The results of table 1 
shows that a unit change in trust which denotes and 
increase in trust potentially increases the marginal 
propensity to adopt ecommerce by stirring up greater 
intention among the respondents. The B value of .385 
and the p value of .000 strongly support the above 
claim. This leads to the consistent conclusions. Trust 
according to N. Hajli (2015) when it is well build 
enriches online transaction. Past literatures on 
behavioural intention shows that trust has a 
significant impact on behavioural intentions (Eastlick, 
Lotz & Warrington, 2006; Gefen & Straub, 2004; 
Pavlou, 20003; Shin, 2013). According to G. Kim, 
and Lee (2009) trust has a positive influence on 
mobile banking approach adoption by consumers. 
Furthermore, Lu at (2010) also Shin (2010) looking 
for news services and goods adoption in online 
adoption found out that trust has is positively 
associated with behavioural intentions. Venkatesh et 
al (2003) suggested the direct impact of Facilitating 
Conditions on use behaviour (current use of 
technology) as UTAUT was proposed in an 
organizational context because similar or regular 
support (both human and IT support) was available to 
all employees Venkatesh et al (2012). Study 
conducted by Tomas Escobar- Rodriguez and 
Carvajal-Trujillo (2013) on online buying intentions 
of airline consumers and they found that Facilitating 
Conditions has a positive impact on behavioural 
intentions and use behaviour of platforms for online 
buying. The outcome of this research continues to 
highlight the growing importance of enterprise 
resource planning. The importance of an 
organisation’s use of Enterprise Resource Planning 
(ERP) is further justified by the work of Turban et al 
2008) who argues that unlike the past  when the 
factors of production which forms the basis of 
competitive advantage was in respect of access to 
land, labour , capital and entrepreneurship, the 
contemporary market place has changed significantly.  
Today the most important sources of competitive 
advantage equally and sometimes more related to 
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access to complete, timely, correct and relevant 
information and contacts or beneficial relationships 
with strategic industrial stakeholders who weld some 
among of influence to help organisations to achieve 
or attained an unrivalled market space (Sheilds, 
2001).   
This view is corroborated by Gill (2011) who argues 
that enterprise recourse planning has become 
essential in the sense that while the cash flow in an 
organisation is said to be the life blood of the 
organisation, the information flow is the water within 
the organisational system hence the collapse of each 
of these will only send the organisation out of 
business.  
He argues that the responsibility of information is to 
constantly lubricate all the various sectors of the 
business and carefully ensure that their operations are 
well integrated and managed in such a way that they 
are not left in the dark while their competitors have 
information which they can use to their advantage.   
Despite the importance of Enterprise Resource 
Planning (ERP), Turban et al (2008) also contends 
that organisation must ensure that the technology 
which they put in place to coordinate all of this 
information flow does not become an impediment on 
their way to achieving competitive advantage simply 
because they are not within the capable use of the 
people who are supposed to use them. It is based on 
this that the choice of an appropriate technology is 
equally important as the establishment of the 
enterprise resource management subsystem (Loh, et 
al, 2004). 
 Chang, et al (2000) contends that the establishment 
of an Enterprise Resource Planning (ERP) system 
must therefore be done in line with the marketing 
concept. In other words, just as the customer is the 
most important person in the marketing literature, so 
also is the user of the management information 
system when it comes to Enterprise Resource 
Planning (ERP). Grant (2006) contends that the 
ability to design an Enterprise Resource Planning 
(ERP) system that is users can freely manipulate is a 
functional prerequisite for optimal business success 
when it comes to adoption of technology.   
 Further in the view of Monk, and Wagner (2009) 
they assert that the starting point of designing and 
Enterprise Resource Planning (ERP), that seeks to 
provide uninterrupted, complete, timely, correct and 
relevant information flow among the functional units 
of an organisation as well as the management of the 
appropriate flow of information to its external 
environment and stakeholders using appropriate 
computer technology should be the user’s ease of use 
and ease of adoption. It is based on this that it 
become important to understand how people  use 
information technology, the factors which inspire, 
influence or hinder their effective use of  technology 
so that appropriate design of Enterprise Resource 
Planning (ERP) can be put in place.  
In the extant literature there are a number of models 
have been designed to explain how users adopt to 
technology that have been proposed and are being 
used with varying degrees of difficulty and strengths 
(Kovacs & Paganelli, 2003).  Certainly Rogers’ 
innovation diffusion model is one of the most 
popular theories applied in a number of studies to 
explain user adoption of techno logy but these are not 
the only there are other models as well.   Each of 
these have in different ways explains the likely 
conduct of users of new technology within a 
particular scheme of things. The Technology 
Acceptance Model (TAM) and its enhanced versions 
as well as the Unified Theory of Acceptance and Use 
of Technology (UTAUT) as demonstrated in this 
research can be used strongly explain to design 
effective and user friendly management Enterprise 
Resource Planning (ERP) Systems.   
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